sitting alone in an office or laboratory. But in contemporary organizations, creative ideas are more often the product of social interaction and influence than of periods of thinking in isolation (Montuori & Purser, 1995; Perry-Smith & Shalley, 2003) . People need social, informational, and economic support to be able to create something new (West, 1995) .
There are numerous illustrations of the influence of others on individuals' creative performance. For instance, artists discuss their work and get approval and support in cafés, whereas academics go to conferences to test and develop their research and get new ideas. Moreover, many creative activities today involve social and collaborative processes (Montuori & Purser, 1999) . All of the above examples provide some evidence that other individuals matter for individual creativity both in business organizations and in other settings. But several questions remain: What are the groups of relevant individuals that have an impact on individuals' creative performance at work and how do these groups of individuals influence creativity? What are the mechanisms through which different groups of individuals could have an impact on a person's creative performance? How can an organization take advantage of these existing groups of individuals and establish HRD practices that will stimulate creative performance at work? How can we design the social context of the workplace in a way that will facilitate the beneficial influence of these groups of individuals on employee creativity at work?
As Csikszentmihalyi (1996) notes, "It is easier to enhance creativity by changing conditions in the environment than by trying to make people think more creatively" (p. 1). Finding the answers to the above questions is essential for designing the right social context and enhancing creativity. The purpose of this article is first to identify the different groups of individuals who have the potential to influence employee creativity and second to relate what we know from the creativity research about the influence of other individuals as part of the social context to the field of HRD. I also discuss different alternatives through which HRD practitioners can facilitate and boost employee and organizational creativity by training and developing employees who know how to take advantage of the stimulating influences of others.
In the pages that follow, I review the relevant literature and discuss new relationships with potential to influence creativity. A detailed definition of creativity is provided, followed by a discussion of the relevant groups of others that may influence employee creativity. In particular, the potential contributions of three general groups of work and nonwork others are explored: (a) work-related individuals from the employee's primary work unit (coworkers and supervisor), (b) work-related individuals outside the primary work unit (other coworkers, colleagues outside the organization, customers and clients), and (c) non-work-related individuals (family members and friends of the employee). In addition, two alternative ways in which these individuals might have an impact on creativity are discussed. First, individuals may encourage a person's creativity by providing support and assistance for his or her new ideas (Madjar, Oldham, & Pratt, 2002) . Second, they may stimulate creativity by presenting new information and knowledge to the employee, which in turn trigger novel ideas and alternative solutions. A third goal of this article involves discussing how the support and the information provided by these others influences employees' creativity. Specifically, it is argued that support influences employees' creativity via its effects on individuals' positive mood states and that new information and ideas provided by others enhance creativity by serving as sources of cognitive stimulation and priming employees to think of ideas they would not have otherwise considered. The expected relations are described in Figure 1 .
Creativity
Following earlier work (e.g., Amabile, 1996) , creativity is defined as the development of ideas, outcomes, products, or solutions that are judged as (a) original and novel and (b) appropriate and potentially useful for the situation (Shalley, Zhou, & Oldham, 2004; Zhou & Shalley, 2003) . In this article, the focus is on individual creativity and on how others influence individuals' creative performance at work.
In this definition, novelty is not considered an absolute term (novel vs. not novel) but rather a continuum, with ideas possessing different degrees of novelty, from somewhat new and incremental (e.g., suggestions for minor changes that improve existing practices) to radically new and original ideas (e.g., suggestions that create totally new practices, products that transform industries). Most people easily associate novelty and originality with creativity. However, almost all definitions of creativity involve the concept of usefulness and appropriateness as well as novelty (e.g., Amabile, 1996; Sternberg & Lubart, 1996; Zhou, 2003) . More specifically, a product or procedure should be not only novel and original but also have some practical value; that is, both "novel" and "useful" are important and necessary characteristics for qualifying an idea as creative.
Creative work is not the same as creative jobs . This means that creative work that benefits the organization may be generated by employees in any position or job and at any level of the organization (Frangos, 1993; Gephart, 1995) , not just in jobs that are traditionally viewed as necessitating creativity, such as research and development (R&D) positions (Pelz & Andrews, 1966) . Employees in non-R&D positions may have creative ideas related to their immediate task, the working process, or the organization in general (Axtell et al., 2000; Staw & Boettger, 1990) . That is why it is important to incorporate HRD practices for increased creativity not only for creative jobs but for employees at all levels and ranks of the organization.
Relevant Groups of Others
In their daily lives, people interact with a variety of individuals. One of the goals of this article is to summarize the literature and identify the relevant groups of other individuals, both inside and outside the boundaries of the organization, who have the potential to influence employees' creative performance. The focus is mainly on the interpersonal relationships that influence an individual's creativity through direct interaction and communication, not through indirect sources.
Current research has identified two relevant groups of individuals that may influence employees' creativity: (a) work-related individuals, such as the immediate supervisor and coworkers from the primary work unit (Amabile, Conti, Coon, Lazenby, & Herron, 1996; Oldham & Cummings, 1996; Tierney, Farmer, & Graen, 1999) , and (b) non-work-related others such as family and friends . Although it is clear that employees have substantial contact with these groups and that they have the potential to influence individuals' creative responses, employees are also likely to have contact with many other individuals who have not received enough attention in the creativity and HRD literatures. Research in the social networks realm has identified the importance of interaction with individuals outside the unit and organization, and the benefits for innovation of boundary spanners, or employees whose jobs require information exchanges and communication outside of the limits of their department or organization (Tushman, 1977) , or "the strength of weak ties," that is, the importance and value of remote connections with distant others (Granovetter, 1973 (Granovetter, , 1982 . Research in the diversity literature has suggested that differences in observable and not observable characteristics, for example, educational and professional background (McLeod, Lobel, & Cox, 1996; Milliken, Bartel, & Kurtzberg, 2003; Milliken & Martins, 1996; Watson, Kumar, & Michaelsen, 1993) promote divergent thinking and benefit innovative performance. In addition, previous research also suggests that employees often interact with supervisors and coworkers from different work units (Koen & Kohli, 1998) and with clients and customers outside the boundaries of the organization (Von Hippel, Thomke, & Sonnack, 1999) . It is possible that these groups of others also have an effect on creativity. In addition to the exposure to diversity and differences, previous research also has shown the importance of familiarity and trust for the effective use of these diverse resources for innovative problem solving (Gruenfeld, Mannix, Williams, & Neale, 1996) . In this respect, the current discussion focuses on different groups of others, representing different relationships that incorporate a combination of both differences (in knowledge, roles, perspectives) and similarity, familiarity and trust.
Effects of Work-Related and Non-Work-Related Individuals on Creativity
The literature suggests two ways in which these groups of individuals could influence employees' creative performance: by serving as (a) sources of support and (b) sources of information. In the sections to follow, I first examine the role of different groups of individuals as sources of support. Next, I explore positive mood as a potential mechanism that may explain how support from these different groups may influence creative performance. Third, I examine the importance of the different groups of others as sources of information for creativity. I also consider cognitive stimulation as one potential mediator of the information-creativity relationship. Substantial implications of these relationships for HRD practice are then considered.
Other Individuals as Sources of Support for Creativity
Most of the previous research on the creativity of individual employees has considered other individuals as sources of encouragement and support (see Amabile, Schatzel, Moneta, & Kramer, 2004; Tierney & Farmer, 2002) . The focus here is not social support in general but only explicit support for creativity, that is, the extent to which other individ-uals provide assistance for and encouragement of employees' creative performance .
Support from primary work unit. Much of the previous creativity research concerned with the effects of social and interpersonal conditions on employee creativity has focused on the behaviors and actions of others in the workplace (Scott & Bruce, 1994; Stahl & Koser, 1978; Tierney et al., 1999) . Several of these studies suggest that supportive and encouraging behavior on the part of individuals at work can enhance the creative responses of employees (Amabile & Gryskiewicz, 1989; Oldham & Cummings, 1996) . For example, Oldham and Cummings (1996) demonstrated that supportive supervision made a significant contribution to the number of patent disclosures employees wrote throughout a 2-year period. Frese, Teng, and Wijnen (1999) showed that the more supervisors provided support and encouragement to employees, the more creative ideas they submitted to the organization's suggestion program. Support from supervisors, and more specifically their openness for and encouragement of new ideas, is mentioned as an important factor for creativity in a qualitative study by Sorriano de Alencar and Bruno-Faria (1997) . Moreover, a few studies in organizations also have demonstrated the importance of immediate coworkers as sources of support and encouragement for ideas. For example, Andrews (1979) , Monge, Cozzens, and Contractor (1992) , and Payne (1990) discuss the importance of the immediate group of coworkers for encouragement and commitment to the project at hand. Amabile et al. (1996) also found that high-creativity project teams scored higher on measures of "work group support" than did low-creativity teams. Zhou and George (2001) showed positive, significant relations between employee creativity and measures of coworker helping and support.
Support from other work-related individuals. The work-related others outside the immediate work unit often are the consumers of the output of the creative idea; their relationship with the focal employee may depend on it. Customers/clients also are recognized as a potentially influential group that could stimulate or constrain creative development (Montuori & Purser, 1999; Stigliano, 1999) . That is why their support and acceptance also are expected to play an important role. Their reaction and encouragement will be more relevant for creativity on work-related matters than the encouragement and assistance from non-work-related others. For example, Simonton (1984 Simonton ( , 1992 studied eminent creative people and demonstrated the importance for them of the support and approval they received from consumers of their creative products. The results from Rafaeli's (1989) study of dynamics among cashiers, customers, coworkers, and managers in Israeli grocery stores is another example of the strong influence of customers on cashiers. This study found that due to the nature and the frequency of the interaction in service encounters, customers have a larger impact on employees' environment, attitudes, and performance than management or other coworkers. The interaction with customers and clients also could provide support and enthusiasm about the product at hand,
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essential for new idea generation processes (Sethi & Nicholson, 2001) . Studies in the social networks literature also suggest that one kind of support-support from unconnected others-may be important for successful implementation of innovations (Ibarra, 1993; Tushman, 1977) .
Support from non-work-related individuals.
A study by demonstrates that support for creativity from employees' families and friends also makes a significant contribution to the creative performance of employees over and above the support from work-related groups of others (supervisor and coworkers). The social psychology literature has continuously indicated the role of the family for influencing individuals' creative performance, although most of the studies concerned the effects of childhood relationships, not the effects of behaviors exhibited by people with whom the individual had contact as an adult, such as family members and friends (Csikszentmihalyi, 1990; Drevdahl, 1964; Koestner, Walker, & Fichman, 1999) . Furthermore, in multiple interviews with famous scientists, conducted by Mockros and Csikszentmihalyi (1999) , the support of the spouse is mentioned as an important factor that facilitated the creative process.
The literature reviewed above suggests that support and encouragement of creativity from organizational members and from different groups of work and nonwork individuals outside the organization may enhance employees' creative responses. One explanation for these results is that support provides more encouragement and reassurance of acceptance. This may be attributed to the fact that creativity at work is a risky endeavor and before proposing an idea employees need the reassurance from the different groups of individuals that it is acceptable and will not lead to exclusion from the group. It is expected that the more support for creativity an individual receives, the higher will be that individual's creative performance. That is why HRD practices that teach and support employees to give positive feedback and encouragement, or organizational designs and procedures that increase interaction among the different groups of others and allow employees to seek support, may be beneficial for employee creativity.
Relative Contributions of Different Groups of Individuals as Sources of Support
As discussed above, identifying the relevant groups of others that could provide support and enhance employees' creative performance is an important issue. However, it is also essential to determine whose support is most valuable for stimulating employee creativity or whether the different sources of support counterbalance each other. For example, if one source of support is more important and valuable for employee creativity than the others, organizations may decide to facilitate the provision of support from this particular group and not spend time and resources on increasing the amount of support from the other groups of others. Drawing from the social support literature, the results from a few studies involving different sources of social support indicate that although nonwork others are able to provide more emotional support, the support from work-related others (e.g., coworkers and supervisors) has a stronger impact on work-related matters and problems (e.g., Metts, Geist, & Gray, 1994) . LaRocco and Jones (1978) , for example, found that supervisor support, and LaRocco, House, and French (1980) found that coworker support, were more effective for coping with job-related stress than support from spouse, family, and friends. Blau (1981) also suggests that support from supervisor and fellow operators was more valuable for work-related issues than the support from nonwork others (e.g., spouse and friends). Metts et al. (1994) found that emotional support from work-related others was perceived by the participants in their study as more effective for coping with work-related problems than the emotional support from nonwork others. In addition, found that support for creativity from work-related sources (supervisor and coworkers) consistently affected all employees, whereas support from nonwork others contributed most to the creativity of employees with less creative personalities.
One explanation for these results is that support from work-related sources is closer to the situation, more immediate, and provides more encouragement and reassurance of acceptance. This may be attributed to the fact that creativity at work will affect the work-related others more. Before proposing an idea, employees need the reassurance from the group of work-related others that it is acceptable and will not lead to exclusion from the group. The immediate encouragement and assistance from this particular group will be most relevant for the situation and should have the strongest impact on creative performance.
The work-related others outside the immediate work unit often are the consumers of the output of the creative idea; their relationship with the focal employee may depend on it. That is why their support and acceptance also are important. Their reaction and encouragement will be more relevant for creativity on work-related matters than the encouragement and assistance from non-work-related others. I argue that the support for creativity of work-related others outside the work unit will be more beneficial than the support from non-work-related others.
Creativity, Mood States, and Support
In addition to exploring the effects of different individuals as sources of support for creativity, it is important to know the mechanism through which support from different groups of individuals influences employees' creative responses. As shown in Figure 1 , drawing on the social support and mood state literatures (Baron, 1994; George & Brief, 1992; Knapp & Hewison, 1998; Moyer & Salovey, 1999) , it is expected that support from both work and nonwork sources will influence employee positive mood, which in turn, affects creative performance. Moods refer to pervasive, generalized affective states that are not necessarily directed at any particular object or behavior but could influence a broad range of thought processes and behaviors (Isen & Daubman, 1984; Vosburg & Kaufmann, 1999) . Moods capture an individual's affective experience over short periods of time (George, 1991) . They provide affective coloring for day-to-day events and activities (George & Brief, 1992) and may fluctuate across situations and longer periods of time.
Most of the theoretical work concerned with creativity focuses on positive mood and suggests that when employees experience it, their cognitive or motivational processes are enhanced such that they exhibit high creativity (Adele, 1992; Hirt, Levine, McDonald, & Melton, 1997) . Isen (1999) argues that when individuals experience positive moods, they make more connections between divergent stimulus materials, use broader categories, and see more interrelatedness among stimuli. As a result, they may be more likely to recognize a problem and to integrate a variety of available resources, resulting in outcomes that are more creative. The vast majority of earlier studies provide strong support for the linkage between positive mood and creativity (see Isen, 1999) .
How might positive mood explain the associations between support and creativity? As shown in , support from each group of others should influence employees' positive mood, which should, in turn, affect their creativity at work. For example, when coworkers provide support and encouragement, employees might feel enthusiasm and excitement. The presence of positive mood would then boost individuals' creativity at work. Within organizations, studies have shown that individuals exhibit more positive affective responses (e.g., satisfaction and affective commitment) when their supervisors and coworkers treat them in a warm and supportive fashion, whereas other studies suggest that the absence of support from supervisors produces feelings of anger and frustration toward the organization (Eisenberger, Fasolo, & Davis-LaMastro, 1990; Eisenberger, Huntington, Hutchinson, & Sowa, 1986; Stogdill, 1974) . Moreover, support for creativity from both work and nonwork sources has been found to influence employees' positive mood . That is why, as suggested in Figure 1 , it is expected that when employees are provided with encouragement and support for their creative ideas, their positive mood states are boosted, resulting in higher levels of creative performance.
Other Individuals as Sources of Knowledge and Information for Creativity
In addition to providing encouragement and support for creativity, different groups of individuals, inside and outside the organization, may serve as diverse sources of ideas, information, and knowledge, which in turn, also may stimulate the employee's own idea generation and problem solving (Paulus, Larey, & Dzindolet, 2001 ). The brainstorming literature suggests that the information provided by others may prime individuals to develop ideas that they would not have otherwise generated , and the diversity literature suggests that unique information and knowledge provided by dissimilar individuals may enable the employee to see new connections between concepts and issues and to approach problems from different directions (Ely & Thomas, 2001; McLeod et al., 1996; Milliken et al., 2003) . Unfortunately, the few studies that consider others as information sources are usually not at the individual level of analysis but rather at the group level of analysis and are concerned mainly with problem-focused creativity and brainstorming as a technique for idea generation (e.g., Williams & O'Reilly, 1998 ). Yet, it is probable that coworkers, customers, and friends/family provide employees with cues for new ideas and perspectives during day-to-day interactions, without necessarily participating in problem-solving groups. For example, a manufacturing employee might have a discussion with his spouse, an elementary school teacher, about her decision to use different colors to divide play areas at the school. The information included in this discussion could stimulate the employee's own ideas about using different colors for pathways at work to mark work areas and machine locations.
How could others serve as sources of information? Results of laboratory brainstorming studies provide some support for the potential effects of information from others . This stream of research suggests that interaction with others increases an individual's access to remote associations and ideas and stimulates divergent thinking. For example, Osborn (1957) discusses the cognitive and social facilitation between individuals in a group setting that may lead to ideas that would not have been generated by the individuals alone. Brainstorming studies indicate that interaction with other individuals is beneficial when one person provides cognitive stimulation and primes another into thinking of an idea they would not have considered alone (Brown, Tumeo, Larey, & Paulus, 1998 ). Yet, formal brainstorming sessions are only one way through which people discuss the other's ideas and information. Everyday interaction with coworkers and friends also could provide information, ideas, and knowledge. Others could provide cognitive stimulation (more flexibility and elaboration of the creative ideas), as suggested by the brainstorming literature, without necessarily participating formally in a brainstorming or problem-solving ses-sion-just by giving examples, raising different issues, making certain perceptions more visible, providing alternative situations and comparison points, or serving as role models. Others could trigger creative thinking and provide the kernels for new ideas without necessarily being problem focused. But the previous studies have looked at the effects of others only on problem-driven creativity. In addition to providing new information and solutions, different groups of others could influence individual creativity by simply reformulating the existing knowledge and information and providing new perspectives on it. That is why it is important to know how others could influence not only group creativity but also individual creative performance by serving as sources of information.
Information from primary work unit. There is some evidence in the literature that the three particular groups of others of interest in this article serve as sources of information that will benefit individuals' creative performance. For example, Ramus (2001) discussed the importance of supervisors sharing information with employees to encourage creative ideas. In addition, Rice and Aydin (1991) report that supervisors play an important role in shaping attitudes toward new technology and the adaptation to it. That is, supervisors are able to serve as influential sources of information for creativity because they usually possess more abilities and knowledge than the focal employee. Zhou and George (2001) show that information and expertise from coworkers, as a way of giving feedback and help to dissatisfied employees, also increase their creativity. Albrecht and Hall (1991) discuss the importance of the immediate group of coworkers with whom the individual has personal relationships for providing exposure to a greater variety of unusual ideas and new information, which have a positive effect on creativity.
Information from other work-related individuals. Employees' interaction with people from different departments and different organizations also could provide information that is beneficial for the generation of new ideas. A study by Baldridge and Burnham (1975) , for example, discusses the role of the department chairmen, who hold supervisory positions and serve as a linkage between two different kinds of employees (e.g., administrators and teachers), as very important for the distribution of ideas for change and innovation. The same is true for coworkers from other departments or for people at a higher level in the hierarchy of the organization, and even for partners from different organizations (e.g., Koen & Kohli, 1998) . For example, the literature on scientists with long-term, high-impact contributions provides some support for this argument and suggests that knowledge and information on diversity of weakly related scientific fields and, hence, interaction with specialists from these fields is a characteristic associated with creative potential (Root-Bernstein, Bernstein, & Garnier, 1993) . Work-related individuals from other organizations (e.g., professional colleagues working for different companies) also are likely to be excellent sources of new perspectives and information (Menon & Pfeffer, 2003) . In addition, current research has identified the role of integrating R&D and the marketing and the communication of the R&D department with other business units for successful new product development (Souder & Moenaert, 1992) . The results from Kasperson's (1978a) study also show that interaction with people outside one's organization, at conventions, conferences, and meetings, is considered a very important source of information for the creative scientist.
Much of the current marketing research also has identified the value of the customer for new product development. Strong evidence for this is the importance of customer-initiated ideas for product development in some of the most innovative companies (Peters & Waterman, 1982) . The existing marketing literature suggests that customers could be a crucial source of information and cues that will prime the generation of new ideas (Leonard-Barton, 1995; Von Hippel, 1988) . This group of people could bring considerable new information and the perspective of an outsider to the issues and problems at hand.
Information from non-work-related individuals.
Considerable evidence suggests that creative thoughts and scientific work do not stay only in the workplace. Platt and Baker (1931) , for example, found that a large group of the chemists they studied reported solving their problems while engaged in nonscientific or relaxing activities. A few studies have shown that family members could serve as sources of information for creativity as well. For example, Bloom (1985) found that highly creative individuals usually had a family history in which at least two generations participated in the same field. One possibility is that this participation of the family in the development of the field provides exposure to its knowledge and to more information. There is also some evidence that creative scientists obtain information from a wider array of topics than scientists who are less creative, and different social acquaintances and friends may be very good sources for such information (Kasperson, 1978a; Root-Bernstein et al., 1993) .
Relative Contributions of Different Groups of Individuals as Sources of Information
Although all three groups of others could provide suggestions, ideas, and information that may stimulate the individual employee's creativity, it is important to know which group has the strongest impact on creative performance. This would enable organizations to implement practices that facilitate information exchange with groups of others that are more important sources of information. Alternatively, because individuals have limited attention capacity, organizations may attempt to block the information flow from the less valuable sources of information and train employees to attend more to ideas/information from the other sources. For the different groups of others as sources of knowledge and information, the diversity literature would predict that dissimilar others, from different departments and organizations, with different expertise, will be an excellent source of new perspectives and information. For example, Kasperson (1978a Kasperson ( , 1978b , in his studies of scientists, shows that the most creative usually have exposure to information from different disciplines. In an organizational setting, cross-disciplinary and cross-functional interactions often are shown to increase creativity (Ancona & Caldwell, 1992; Pelz, 1956; Quinn, 1975) . Mixing people from different ethnic origins and interactions in mixed-sex work units also enhances creativity (Cox, 1993; Nemeth & Staw, 1989) .
The social networks approach to organizations also provides some insights about the potential relevancy of different groups of others as sources of information. For example, the research on boundary-spanning roles suggests that interaction between employees from different functional areas provides external sources of information and enhances the innovation process (Tushman, 1977) . The theory of the "strength of weak ties" is another way to examine the issue (Granovetter, 1973 (Granovetter, , 1982 . Granovetter argues that employees' weak ties are more likely to be heterogeneous and to provide a variety of information and view points (Granovetter, 1982; Rogers, 1981) . The same argument is present in Burt's (1997) theory of social capital and the advantages of structural holes. Gabbay and Zuckerman (1998) also explore the idea that R&D scientists whose networks are richer in spanning structural holes have a higher chance of promotion and a higher potential to be productive. In general, all of these studies suggest that the more spread out the sources of and ties to information, the more unique and beneficial they will be (Brass, 1995) .
The research reviewed above suggests that information from groups of others with more diverse expertise, who provide connections to more remote facts and perspectives (work-related others outside the home unit), should have a stronger impact on creativity. The non-work-related others should provide connections to even more remote ties and resources should be even more unique and novel. This is consistent with Metts et al.'s (1994) finding that friends and family are a stronger source of informational support than are work-related others.
One explanation for this is that nonwork others could raise an issue from a completely different sphere of life that could trigger comparisons, recognition of a problem at the work place, or simply the realization of a better way of doing things that comes from a different area of expertise. In addition, when a work-related issue or problem is discussed with a nonwork other (e.g., spouse or a friend) who is not familiar with the situation, it is necessary to clarify and elaborate. In this process, the nonwork other has the opportunity to reconstruct the situation and give it a different perspective and interpretation; introduce new, seemingly remote, and not so relevant information to it; and provide abstract and "out of the box" suggestions for solutions. Moreover, usually there is no threat or dependence in a nonwork relationship and the spouse or friend may feel freer to provide information and give suggestions for solving the work-related problems, despite the lesser knowledge that they have (Metts et al., 1994) . At the same time, work-related others, especially people from the same unit, may hesitate to give abstract ideas and suggestions because they may threaten their professionalism or their work relationship with the focal employee. Thus, information and ideas from the group of nonwork others, who have a very different perspective on work-related matters, should have a stronger impact on employee creativity than information and ideas from the two groups of work-related others. In addition, ideas and information from work-related others outside of the work unit should have a stronger impact than the information from people inside the immediate work unit. The former will be more likely to provide the perspective of an outsider; to approach the issue from a different angle; and present new expertise, facts, and alternatives that were available only in their specific work setting.
As described in Figure 1 and based on the arguments and literature above, it is expected that information, knowledge, and ideas from all three groups of others of interest in this study will have positive effects on individuals' creative performance. This has strong implications for HRD practices. HRD practitioners can take advantage of this influence and boost creativity at work by creating a culture that stimulates information sharing and by teaching employees how to listen and make remote associations between their own problems and the information provided by others.
Creativity, Information From Other Individuals, and Cognitive Stimulation
New and diverse information, provided to the employee by others inside and outside the organization, is expected to influence creativity by stimulating additional associations and ideas. The brainstorming literature has demonstrated that the communication of new ideas and information has a substantial impact on individuals' cognition, which in turn, enhances the creativity of individuals' ideas (e.g., Dugosh, Paulus, Roland, & Yang, 2000) . But others could stimulate creativity not only through problemsolving discussions but also by simply raising different issues, expressing emotions, and comparing situations and conditions. Group diversity increases cognitive resources and the ability of the group to see different perspectives, have access to variety of knowledge, and to solve complex problems (e.g., McLeod et al., 1996; Milliken & Martins, 1996; Wiersema & Bartel, 1992) . The brainstorming literature also suggests a mechanism through which others could influence and facilitate the generation of cre-
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ative ideas. This mechanism is referred to as "cognitive stimulation" (Paulus et al., 2001) , or "intellectual synergy" (Roy, Gauvin, & Limayem, 1996) . Cognitive stimulation is defined as the extent to which individuals generate many remote associations to a specific concept or category and, in turn, show a high level of divergent thinking (Brown et al., 1998; Dugosh et al., 2000) . A few studies support this argument and suggest that after a group brainstorming session people usually report a higher number of creative ideas and from a broader variety of categories (Dunnette, Campbell, & Jaastad, 1963; Lindgren & Lindgren, 1965) , which signifies a certain degree of stimulation and even a spillover effect on a different task, after the interaction with others is over. Moreover, according to the individual cognition literature, when presented with a problem, individuals tend to focus their attention and use production rules that are closely related to and strongly associated with only one subcategory of the problem or task. Unless individuals are primed to think of other subcategories, their ideas will be very strongly related (Ohlsson, 1992) . One of the reasons discussed in the literature for why others could facilitate the individual idea generation process is not so much the lack of information of the specific individual (the person may know the same facts as the others) but more the accessibility and the associations of these facts and pieces of information with the problem at hand (Brown et al., 1998; Tulving & Pearlstone, 1966) . That is, the benefit of interaction with others may be not so much the acquisition of new information but the creation or consideration of new associations among the existing information and knowledge a person has (Paulus et al., 2001) . Others also could provide a distraction from the problem or a completely different stream of thought for an unrelated issue. This could be very beneficial for creativity.
Consistent with the brainstorming (Paulus et al., 2001 ) and diversity literatures (see Milliken & Martins, 1996 , for a review), it is expected that new and diverse information provided to the employee by others inside and outside the organization should influence creativity by stimulating additional associations and ideas. The more individuals from the three groups of others provide new information and ideas to the focal employee, the more that employee will be cognitively stimulated and begin to see new connections among ideas and concepts. As described in Figure 1 , cognitive stimulation is then expected to enhance individuals' creative performance at work.
Conclusions
The idea of this article that social relationship, as part of the social context for creativity, may influence creative performance may be not new (see Perry-Smith & Shalley, 2003) . But the concepts presented extend existing theoretical models of creativity by incorporating a variety of social relationships (both internal and external) to the particular situation in which the creative ideas are generated. More specifically, this article focuses on the influences for creativity of three separate groups of individuals both as sources of support and as sources of information. Drawing on both empirical findings and theoretical propositions, the outlined model highlights two potential roles that different groups of individuals could play and suggests two different mechanisms that may explain the influence of the social context on creative performance. As described in Figure 1, I argue that when employees receive support and information from these other individuals, they come up with more creative ideas at work and these relations are explained through the effects of these individuals on employees' positive mood and cognitive stimulation. The proposed model also provides a greater understanding of the influence of other individuals on creativity by separating out the two distinct roles that individuals can play as part of the social context: sources of support and sources of information. I further discuss which groups of individuals are the most important as sources of information and which groups contribute more as sources of support.
This more complete picture of the potential influences of other individuals on employee creativity may be particularly important for stimulating creative performance in the workplace. Creativity researchers agree that sometimes there is an element of chance or serendipity in the way information is combined in a new solution (Robinson & Stern, 1997) . But if we know how social relationships shape employees' ability to come up with creative solutions, we could facilitate the process and increase the frequency of these serendipitous occurrences. Let us take the above-mentioned example about the automotive production worker who borrowed an idea from his wife, a schoolteacher, for designing a safety system for the workshop. Most often, people ignore similar information as not related to the problem at hand. Yet, it is one of HRD's roles to make the connection, to show employees how the solution could be found anywhere, to encourage people to look at things in a new way, and to provide the right organizational environment for the generation and implementation of new ideas (King, 1998) .
Even when employees come up with new ideas, it is often considered risky to share them in the organization and challenge the status quo. There are thousands of examples in the creativity literature of new products created by accident (see Robinson & Stern, 1997) . One of the most popular ones is the 3M Post-It notes. But not every employee and not in every organization will a person walk into his or her manager's office suggesting that something that did not work or created a problem in one instance may actually be the beginning of a new profitable venture. That is why the role of the social context and the interactions with others as sources of support and encouragement for the generation and sharing of new ideas is essential for stimulating creativity in organizations. As HRD professionals deal with both the individuals and the organization, they may create the organizational climate and culture that encourages risk-taking and innovation and, at the same time, promotes feedback and support from the different sources to make the organization a safer place to be creative.
Implications for HRD
Imagination, creativity, change, and innovation are indispensable parts of HRD in this dynamic business environment when time is essential and generating new ideas and solutions critical for organizational survival. Although formal training in cognitive abilities and formal brainstorming sessions is proven effective for increasing creativity in certain situations, especially for highly creative jobs, they are not the only or the best available alternatives to teach and support all employees to be creative (Hartley, 2000) . More proficient employees may benefit more from informal learning, social interaction with diverse others, encouragement from peers, approval from customers, overheard conversations of friends and family members in certain situations, and so forth (Enos, Kehrhahn, & Bell, 2003; Marsick & Watkins, 1990) . Unfortunately, we still know little about the influence of different sets of other individuals on the recognition of a problem or for proactive creativity without the existence of an urgent problem to be solved.
The identified relations and influences of the three particular groups of individuals have important implications for researchers and HRD practitioners interested in creating the social conditions and informal learning environment that will stimulate creativity. First, HRD professionals need to be aware of the influences on employee creativity from these particular three groups of individuals; they need an understanding of how these influences occur. Furthermore, HRD professionals need to consider their role in affecting and improving employee creativity at the workplace.
If the arguments offered in this article are accurate, they suggest several HRD strategies for increasing creative performance that might provide effective and cheaper alternatives to formal training. First, the model suggests that different groups of others may be able to boost employees' creative responses as sources of support and as sources of new information and ideas. Specifically, three groups of others-(a) work-related individuals from the primary work unit, (b) work-related individuals outside the primary work unit, and (c) family and friends-have the potential to provide beneficial support or information for creativity. Organizations can implement different practices that will allow their employees to benefit more from these three groups of others. Specifically, if supervisors and coworkers are trained and encouraged to provide creativity support, there are likely to be positive effects on creative performance. Another HRD strategy for increasing creativity may be to focus on workplace design (Kupritz, 2002) . The implementation of organizational designs and structures that encourage interaction with coworkers from other departments and feedback from customers also may encourage the provision of support from this particular group of individuals. This could be done by designing the building or the offices of the organization in a way to encourage interactions and informal conversations among individuals from different work-related groups.
HRD practices also may facilitate the provision of information and ideas from the three groups of individuals. For instance, specially designed training programs that teach good listening techniques may help employees notice the information already provided by others, even when it is not directly related to the problem at hand. In addition, the establishment of specially designated areas for meetings in the organization, or the design of Intranet and Internet discussion groups, may facilitate the sharing of the available information. An important implication and suggestion for change is the amount of possible interaction between the employees from different units or clients and customers. Managers also may play a role in this respect and should be encouraged to share feedback from clients with their employees and to make employees aware of the customers' approval and support for novel solutions if direct interaction with customers/clients is not possible. Next, organizations might persuade employees to discuss their ideas and seek support and information from friends and significant others outside the workplace, or they may directly encourage those nonwork others to offer employees their perspectives and ideas for work-related problems. In addition, because friends seem to be a good source of information for creativity, organizations might try to organize social events and gatherings that stimulate interaction, familiarity, and friendships among employees from different units. By facilitating friendships, organizations might increase the potential of employees from different units to contribute to creativity in their role as sources of information.
In addition, the model suggests that different groups of others might influence creativity via their effects on positive mood and cognitive stimulation. In their attempt to improve these two factors for creativity, HRD practitioners may utilize not only the support and information from these different groups of individuals but also other mechanisms, such as multiple tasks and positive feedback, that have been shown to achieve the same effects (e.g., Kluger & DeNisi, 1996; . Such actions may substantially increase creative performance at work and realize long-term benefits for the organization.
Because maintaining social relationships may be costly and time-consuming, it is important to differentiate the influence of the different groups and to identify their relative contributions to creativity to train people to take advantage of them, develop and strengthen the right kind of relationships, and find the balance that will stimulate their creativity. Finally, now that we know about the significant influences of different groups of others on creative performance, it will be useful to identify the characteristics of these groups (e.g., diversity of information, authority, attachment, frequency of interaction, method of communication) that make them beneficial for creativity. Research is now needed to identify and test these relationships. These characteristics may help us (a) distinguish additional groups of others who also could influence creative performance and (b) discover more roles that others could play to stimulate creativity.
